SUMMARY AND CONCLUSIONS
The objectives of this study were: (1) to determine changes which have taken place in the size of producing units and the relative importance of various sizes of flocks in terms of egg production and number of birds; (2) to determine changes which have taken place in West Virginia egg marketing structure; (3) to derive an estimate of West Virginia per-capita egg consumption and determine the location of surplus and deficit areas of egg production in West Virginia during 1964; and (4) 17.7, and in 1944. 10.6 per cent of West Virginia eggs were sold to wholesale firms.
Outlets used by producers varied by size of flock. A large share, 53.4 per cent, of the eggs from flocks of less than 1.000 birds were sold direct to consumers, but only 3.1 per cent of the eggs from this group of flocks were sold to wholesale firms. On the other hand, only 2.5 per cent of the eggs from flocks of 10,000 birds and over were sold direct to consumers, while 59.8 
